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Net Sales 


Earnings per share 


Distribution of revenue 



1971 was another record year for 
Dr Pepper with net dollar sales almost 
11 per cent greater than in 1970. It was 
the company’s fourteenth consecutive 
year in which Dr Pepper annual 
sales reached a new all-time high. 


Annual meeting 

The annual meeting of stockholders will 
be held on March 28, 1972. A formal 
notice of this meeting, together with proxy 
and proxy statements, was mailed 
with this report on or about 
February 25, 1972 at which time proxies 
were solicited by the management. 

The information herein contained is 
published solely for the benefit of the 
company's stockholders. No statement 
in this report is made for the purpose of 
inducing the purchase of securities 
issued by the company. 


Per share earnings on Dr Pepper 
common stock in 1971 were 
approximately 20 per cent greater than 
in 1970. Stockholder dividend 
payments were 390 per share 
compared with 31140 in the previous 
year with the December 1st payment 
your company’s 168th consecutive 
quarterly dividend paid to shareowners. 
Total outstanding capital stock in the 
company as of December 31, 1971 
was 9,275,880 shares of no 
nominal or par value. 


Retained in Business 
Dividends 

Other Operating Expenses 
| Depreciation and Maintenance 
Taxes on Income 
■ | Payrolls 

| Promotion, Advertising and Expansion 
Raw Materials and Packaging 


























































Highlights of the year 


1971 


Net Sales 



$63,622,653 

Gross Profit 



33,835,040 

Profits Before Income Taxes 



12,738,266 

Provision for Income Taxes 



5,966,125 

Profits After Income Taxes 



$ 6,772,141 

Number of Shares Outstanding 



9,275,880 

Depreciation Charged to Operations 



$ 1,109,447 

Per Share 

Profits Before Income Taxes 



$ 1.37 

Provision for Income Taxes 



.64 

Profits After Income Taxes 



$ .73 

Depreciation Charged to Operations 



$ .12 


Adjusted tor three-tor-one stock spiit on March 25, 1970. 


1970 


1969* 


57,449,749 


30,021,074 


11,084,782 


5,455,761 


5,629,021 


49,514,538 


24,875,587 


9,782,498 


5,140,260 


4,642,238 


9,249,630 


9,219,180 


990,225 


869,489 


1.20 


.59 


.61 


1.06 


.56 


.50 


.11 


.09 





























































































Message to shareholders 


Your company continued to make 
sound progress in 1971, another record 
year in sales and profits. Our annual 
report reflects this progress in black and 
white figures but unfortunately does 
not adequately portray the reasons for 
this continued growth. Our employees at 
Dr Pepper Company, our board 
of directors, our bottlers and their 
employees and the millions of Dr Pepper 
customers throughout the country 
created the climate for this record growth. 

In expressing our thanks and 
appreciation for their contributions 
and to our customers for their patronage, 
we also recognize and express 
gratitude to our many loyal stockholders 
of long-standing and to the increasing 
number of new shareholders who 
joined this group in 1971. 

For the 14th consecutive year Dr Pepper 
national sales set a new record 
gaining nearly 11 per cent over the 
previous year. December was your 
company’s 128th consecutive 
monthly gain. 

Net sales reached an all-time high of 
$63,622,653, an increase of almost 
11 per cent over 1970. Also at a new 
high was net income at $6,772,141 — 
up approximately 20 per cent over 
the previous year. 

In October our board of directors held 
their meeting in New York where they had 
the opportunity to meet and visit 
with a number of important bankers, 
analysts and media representatives. 

It was the first meeting of the board in the 
Northeastern section of the country. 

In 1971 we emphasized the importance 
of fundamentals in the building of our 
business and establishing a sound 
foundation for future growth. 


We expect to continue this effort and are 
confident that it will pay dividends 
in 1972 and future years. 

In 1971, for all practical purposes, 
we reached 100 per cent franchise 
coverage in the United States. We now 
have a strong bottler organization 
with a capability of continuing to lead the 
industry in sales increases as we work 
for vertical development and 
increased share of the soft drink 
market. Good progress was made in this 
direction during the year and 1972 
promises to be even better as we 
intensify our effort in this direction. 

Dr Pepper’s image took on a new look 
in 1971 with the introduction of a 
new trademark, the result of four years 
of exhaustive research and market 
tests. Primary object for the change 
was to give Dr Pepper “greater 
visability and more dominance in the 
marketplaces where it is offered 
for sale.” 

As in previous years, our opening 
promotion in 1971 was HOT Dr Pepper 
which gains momentum each year. 

HOT Dr Pepper is an effective stimulus for 
winter sales. Another major move 
in our marketing was the introduction 
early in the year of a new Sugar 
Free Dr Pepper, replacing Diet 
Dr Pepper which contained a small 
amount of sugar. This enabled us to make 
Dr Pepper available to the millions 
of weight conscious consumers and 
others unable to use sugar 
in any form. 

1971 brought new challenges. 

During the year the Federal Trade 
Commission issued complaints against 
major soft drink firms contending 


that the franchise licensing 
arrangements used by the industry, which 
provides for protected territorial 
assignments, were anti-competitive 
and violates Section 5 of the F.T.C. Act. 
Our company and its bottlers have 
challenged these claims and, along with 
others in the industry, will pursue 
every course to prove that the licensing 
system is valid and fair to everyone 
concerned, including the soft drink 
consumer, and to preserve the existing 
distribution structure in the industry. 

The franchise system, over the past 
century, has proved beneficial to 
consumers, dealers and bottlers as an 
effective and practical means of 
providing high quality, enjoyable 
soft drinks at a low level price. We have 
been and are dedicated to preserving 
this system because it demonstrates 
a true example of the free enterprise 
system at work. 

There were false charges during 
the year that soft drinks are responsible 
for much of the nation’s environmental 
problems. Many facts have been 
presented to show that beverage 
containers represent only about 4 per 
cent of total solid waste. Dr Pepper 
Company and its bottlers have taken 
steps to help solve many of the problems 
involving litter and solid waste. 

Important contributions to Dr Pepper’s 
1971 progress came from such areas 
as consumer service, vending, 
fountain sales and market research. 
Performance in all departments in the 
company was good. 

The major contributions, again, came 
from our bottler franchise group. We 
recognize the valuable part that directors, 













stockholders and employees play 
in Dr Pepper’s success. We accept the 
challenge for leadership and 
management of your company in 1972 
with confidence and enthusiasm 
and believe that Dr Pepper will continue 
to move ahead. We see 1972 as a year 
of great opportunity for Dr Pepper. 


^ . 



H. S. Billingsley 
Chairman of the Board 


W. W. Clements 

President and Chief Executive Officer 


H. S. Billingsley (left), 
Chairman of the Board, 
W. W. Clements, 
President and Chief Executive Officer 






















Regular Dr Pepper 
in current packaging 
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Dr Pepper Company and Subsidiaries 

Consolidated balance sheet December 31,1971 and 1970 


Assets 


Current assets: 

Cash (including time deposits and short-term government securities, 
$11,121,081 in 1971 and $10,470,108 in 1970) 

Receivables: 

Accounts receivable — trade 

Sundry notes and accounts receivable — partially secured 
Total receivables 

Inventories, at lower of cost (first-in, first-out) or market 
Prepaid expenses 

Total current assets 

Investments and notes receivable 

Property, plant and equipment — at cost: 

Land, buildings and improvements 
Machinery, equipment and furniture 


Less accumulated depreciation (straight-line method) 

Net property, plant and equipment 
Formulae, trademarks and goodwill, at cost or nominal value 


Liabilities and Stockholders’ Equity 


Current liabilities: 

Accounts payable and accrued expenses 
Federal and state income taxes 

Total current liabilities 

Stockholders' equity (note 1): 

Common stock without par value. Authorized 9,600,000 shares; 
issued 9,275,880 shares in 1971 and 9,249,630 shares in 1970 

Retained earnings 

Total stockholders’ equity 


See accompanying notes to consolidated financial statements. 


1971 


1970 


$ 11 , 818,371 

3 , 746,097 

930,663 

4 , 676,760 

2 , 155,307 

1 , 844,082 

20 , 494,520 

1 , 153,352 

4 , 546,716 

8 , 922,629 

13 , 469,345 

5 , 594,253 

7 , 875,092 

272,910 

$ 29 , 795,874 


10,760,891 

2,907,310 

972,108 

3,879,418 

1,906,629 

1,046,045 

17,592,983 

470,656 

4,027,325 

8,237,902 

12,265,227 

5,249,478 

7,015,749 

272,910 

25,352,298 


$ 3 , 537,896 
996,987 

2,859,195 

715,455 

4 , 534,883 

3,574,650 

3 , 862,860 

21 , 398,131 

3,538,009 

18,239,639 

25 , 260,991 

21,777,648 

$ 29 , 795,874 

25,352,298 






































































































Dr Pepper Company and Subsidiaries 


Statement of consolidated earnings and retained earnings Years ended December 31,1971 and 1970 



1971 

1970 

Net sales 

Cost of Sales 

$ 63 , 622,653 

29 , 787,613 

57,449,749 

27,428,675 

Gross profit 

Administrative, marketing and general expenses 

33 , 835,040 

21 , 991,585 

30,021,074 

19,835,343 

Operating profit 

Miscellaneous income — net 

11 , 843,455 

894,811 

10,185,731 

899,051 

Earnings before income taxes 

Federal and state income taxes 

12 , 738,266 

5 , 966,125 

11,084,782 

5,455,761 

Net earnings 

Retained earnings at beginning of year 

6 , 772,141 

18 , 239,639 

5,629,021 

15,518,210 

Dividends paid — $.39 per share in 1971 and $.31 1/2 per share in 1970 

25 , 011,780 

3 , 613,649 

21,147,231 

2,907,592 

Retained earnings at end of year 

$ 21 , 398,131 

18,239,639 

Net earnings per share 

$.73 

.61 



See accompanying notes to consolidated financial statements. 




















Dr Pepper Company and Subsidiaries 

Statement of consolidated changes in financial position Years ended December 31,1971 and 1970 


1971 1970 

Funds provided: 

Net earnings $ 6 , 772,141 5,629,021 

Add charge for depreciation which did not require funds 1 , 109,447 990,225 

Funds derived from operations 7 , 881,588 6,619,246 

Sale of 26,250 shares of common stock in 1971 and 30,450 shares in 1970 (note 1) 324,850 213,325 

8 , 206,438 6,832,571 

Funds applied: 

Dividends on common stock 3 , 613,649 2,907,592 

Net additions to property, plant and equipment 1 , 968,790 1,303,836 

Increase in noncurrent notes receivable 682,695 117,783 

6 , 265,134 4,329,211 

Increase in working capital $ 1 , 941,304 2,503,360 

Changes in working capital: 

Increase (decrease) in current assets: 

Cash $ 1 , 057,480 2,603,588 

Total receivables 797,342 (97,872) 

Inventories 248,678 149,258 

Prepaid expenses 798,037 7,160 

2 , 901,537 2,662,134 

Increase (decrease) in current liabilities: 

Accounts payable and accrued expenses 678,701 244,047 

Federal and state income taxes 281,532 (85,273) 

960,233 158,774 

Increase in working capital $ 1 , 941,304 2,503,360 


See accompanying notes to consolidated financial statements. 




































































Dr Pepper Company and Subsidiaries 

Notes to consolidated financial statements 


(1) Stock option plan 

The Company has in effect a qualified 
stock option plan under which the 
Board of Directors may grant options 
to selected employees to purchase an 
aggregate of 282,900 shares of the 
Company's common stock. The 
exercise price of options granted 
under the plan may not be less than 
the quoted market price at date of 
grant and the options expire five years 
from date of grant. At December 31, 
1971, options to purchase 206,200 
shares at prices ranging from $17.00 
to $33.25 per share for an aggregate 
of $3,608,088 were outstanding with 


128,250 shares currently exercisable. 
During 1971, options were exercised 
for 26,250 shares at prices ranging 
from $6.21 to $18.62 per share for an 
aggregate of $324,850. During 1970, 
options were exercised for 30,450 
shares at prices ranging from $6.21 to 
$17.00 per share for an aggregate of 
$213,325. 

(2) Pension plan 

The Company and its subsidiaries 
provide an insured noncontributory 
pension plan for employees. The 
companies expect to continue the plan 
indefinitely but have the right to 


discontinue it at any time. The cost of 
the plan amounted to $393,000 in 1971 
and $347,400 in 1970, which costs 
include amounts sufficient to amortize 
past service costs over the remaining 
active employment periods of the 
covered employees, except that the 
additional past service cost, resulting 
from a 1969 amendment, attributable 
to employees scheduled for retirement 
prior to 1979 is being amortized over a 
ten-year period. The assets of the fund 
exceeded the actuarially computed 
vested benefits as of December 
31, 1971. 


Accountants’ report 


The Board of Directors 
Dr Pepper Company: 

We have examined the consolidated balance sheet of Dr Pepper Company and subsidiaries as of December 31, 1971 
and 1970 and the related statements of earnings and retained earnings and of changes in financial position for the years 
then ended. Our examination was made in accordance with generally accepted auditing standards, and accordingly 
included such tests of the accounting records and such other auditing procedures as we considered necessary in the 
circumstances. 

In our opinion, such financial statements present fairly the financial position of Dr Pepper Company and subsidiaries at 
December 31, 1971 and 1970 and the results of their operations and the changes in their financial position for the years then 
ended, in conformity with generally accepted accounting principles applied on a consistent basis. 



Dallas, Texas 
January 31, 1972 













Organization 


Officers 

H. S. Billingsley 
Chairman of the Board 

W. W. Clements 

President and Chief Executive Officer 

John R. Albers 
Vice President 

Frederick F. Avery 
Vice President 

Harris M. Browder 
Vice President 

Harry E. Ellis 
Vice President 

Charles P. Grier 
Vice President 

Joe K. Hughes 
Vice President 

T. C. Hunter 
Vice President 

W. F. Massmann 
Vice President 

C. W. Reeves 
Vice President 

Robert L. Stone 
Vice President 

W. E. Tully 

Vice President, Secretary and Treasurer 

Hilton Folkes 
Assistant Secretary 

Frank J. Doran 
Controller 


Directors 

H. S. Billingsley 

Chairman of the Board, Dr Pepper Company, Dallas, Texas 
Harris M. Browder 

Vice President, Dr Pepper Company, Dallas, Texas 
W. W. Clements 

President and Chief Executive Officer, Dr Pepper Company, Dallas, Texas 
Edwin L. Cox 

Independent Oil and Gas Producer, Dallas, Texas 
Robert B. Cullum 

Chairman of the Board, The Cullum Companies, Dallas, Texas 
Raymond H. Cummins 

Chairman of the Board and Chief Executive Officer, Goldsmith's Department Store, 
Memphis, Tennessee and Vice President, Federated Department Stores, Inc. 

J. W. Davis 

Dr Pepper Bottling Company, Roanoke, Virginia 
Joe S. Rice 

Investments, Winston-Salem, North Carolina 
John M. Stemmons 

President, Industrial Properties Corporation, Dallas, Texas 
John P. Thompson 

Chairman of the Board, The Southland Corporation, Dallas, Texas 
Jack C. Vaughn 

President, Vaughn Petroleum, Inc., and Investments, Dallas, Texas 
W. D. White 

Senior Partner, White, McElroy & White, Attorneys at Law, Dallas, Texas 







Dr Pepper Company and Subsidiaries 


Ten year financial review 



Financial Results 


Earnings 

Year Net Sales Net Income Per Share 

Dividends Shares 

Dividends Per Share Outstanding 

1971 $63,622,653 6,772,141 .73 

3,613,649 .39 9,275,880 

1970 57,449,749 5,629,021 .61 

2,907,592 .31 Vz 9,249,630 

1969 49,514,538 4,642,238 .50 

2,605,766 .28V3 9,219,180 

1968 41,883,072 4,107,686 .45 

2,137,866 .23Vb 9,172,260 

1967 33,812,195 3,478,232 .38 

1,568,555 .17% 9,050,580 

1966 28,660,482 2,878,516 .32 

1,366,856 .15 5 /i2 8,875,980 

1965 27,478,828 2,405,718 .27 

1,139,876 .12"/, 2 8,848,380 

1964 24,565,059 1,753,117 .20 

872,321 .10 8,755,380 

1963 21,783,299 1,303,569 .15 

631,200 .07%4 8,656,380 

1962 17,496,226 853,151 .10 

481,743 .05 5 /s 8,611,656 


Notes: 

(1) Adjusted lor two-tor-one stock split March 25,1964, tor two-lor-one stock split March 27,1968, and tor three-ior-one stock split on March 25, 1970. 

(2) Years 1962 through 1966 restated to give retroactive effect to the change during 1967 in method of accounting for returnable containers. 






































Financial Position 

Current 

Year Assets 

Current 

Liabilities 

Working 

Capital 

Fixed Assets 
Net 

Other 

Assets 

Long Term 
Indebtedness 

Stockholders’ 

Equity 

Book Value 

Per Share 


1971 

$20,494,520 

4,534,883 

15,959,637 

7,875,092 

1,426,262 

— 

25,260,991 

2.72 


1970 

17,592,983 

3,574,650 

14,018,333 

7,015,749 

743,566 

— 

21,777,648 

2.35 


1969 

14,930,849 

3,415,876 

11,514,973 

6,702,138 

625,783 

— 

18,842,894 

2.04 


1968 

12,521,996 

2,918,929 

9,603,067 

6,257,936 

699,764 

— 

16,560,767 

1.81 


1967 

11,313,099 

3,169,091 

8,144,008 

5,566,180 

523,927 

— 

14,234,115 

1.57 


1966 

8,913,209 

2,954,915 

5,958,294 

5,376,055 

515,989 

— 

11,850,338 

1.34 


1965 

7,552,449 

3,104,882 

4,447,567 

5,411,200 

600,937 

189,739 

10,269,965 

1.16 


1964 

6,205,405 

2,759,351 

3,446,054 

5,194,278 

505,568 

373,308 

8,772,592 

1.00 


1963 

5,481,363 

2,699,541 

2,781,822 

4,751,717 

662,933 

550,944 

7,645,528 

.88 


1962 

5,380,117 

2,184,204 

3,195,913 

3,671,804 

790,123 

722,881 

6,934,959 

.81 
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Merchandising Dr Pepper in 71 


Dr Pepper’s growth, its progress and 
its success during 1971 was largely 
the result of coordinated effort in the area 
of marketing, advertising and 
promotion. Stronger product image was 
created through advertising and 
various other public relations 
activities; improved availability and 
distribution was achieved through the 
combined marketing effort of 
Dr Pepper Company and its more than 
500 franchised bottlers; the amount 
of interest and ultimate purchase of 
Dr Pepper was greatly influenced 
by promotional effort at the point-of-sale. 
The latter includes the cooperation 
of the dealer who is the key figure 
in the total program. 

Extensive research told us a number 
of things about Dr Pepper. We learned 
there were large numbers of soft 
drink consumers who still had never 
tasted Dr Pepper. Young & Rubicam, Inc., 
our national advertising agency, 
set out to challenge these consumers 
to try Dr Pepper. Their theme, 
a carry-over from 1970, was .. .“All you 
have to do to like Dr Pepper 
is to try it.” 

For the national campaign, Dr Pepper 
advertising continued to feature the 
“misunderstood” theme. Research 
had proved that even in established 
distribution areas many people were still 
curious about Dr Pepper. The 
“misunderstood” approach continued to 
be effective. It caused much comment 
and gained attention for Dr Pepper. 

More importantly, it intrigued many 
long-time Dr Pepper consumers 
who admitted they didn’t know what 
Dr Pepper was; they only knew 
they enjoyed it. 
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To focus the national spotlight on 
Dr Pepper we used three TV specials, 
the first on June 4th over ABC 
network featuring The Bobby Sherman 
Show and The 5th Dimension; 
another over ABC August 18 with 
The 5th Dimension, Dionne Warwick, 
Merle Haggard and The Carpenters. 
Then on December 7, Dr Pepper 
again moved into national TV with a 
CBS special featuring Julie Andrews 
and Carol Burnett. 

Promotions again played a major 
role in Dr Pepper’s national campaign 
during 1971, offering bottlers strong 


merchandising tie-ins at the local level. 
Starting off in January was the annual 
HOT Dr Pepper promotion supported 
by attractive premium incentives. 

A February promotion was built around 
an unusual premium, a “Love Pillow” 
in the shape of a heart to identify 
with Valentine. It had strong appeal 
in the youth market. 

Spring promotions were designed to 
appeal to sports minded consumers 
using Lee Trevino golf balls 
and autographed baseball gloves. Both 
promotions offered excellent 
point-of-sale display possibilities and 










































































strong incentive to buy Dr Pepper. 

At the height of the summer season, 
when soft drink sales are at their peak, 

Dr Pepper again offered its popular 
All American Cookout with a wide variety 
of attractive display materials 
and picnic premiums. 

First of the fall promotions was 
another strong repeater, the Miss 
Teenage America program which 
presents bottlers extraordinary 
opportunities, not only to merchandise 
the program through dealer outlets 
but to sponsor local pageants to select 
candidates for the national 
competition. More bottlers took advantage 
of this program in 1971, many acting 
as sponsors of local contests. 

National advertising carried strong 
support of the Miss Teenage America 
program to enhance the effort of the 
bottler at the local level. The seventh and 
final promotion on the 71 calendar 
was a football tie-in with Calvin Hill, star 
running back on the World 
Champion Dallas Cowboys, as the main 
attraction. Hill autographed 
footballs were used as premiums which 
was also a repeat from 1970. 

The major emphasis in all promotions 
was to gain greater Dr Pepper 
availability, using mass displays and 
premiums with colorful point-of-sale 
advertising to gain consumer 
interest. All promotions were bottler 
oriented and geared to strengthen 
Dr Pepper’s marketing position. 

Again in 1971 special effort went into 
the development of major markets. 

New York City, where Dr Pepper 
achieved almost overnight success 
following its introduction there in 1970, 
was the scene of continued 
aggressive marketing and promotions. 
The New York bottler was the first to 


introduce new Sugar Free Dr Pepper in 
April and reports that excellent sales 
results are continuing. 

Exceptional progress was made in 
other major markets including 
Denver, Kansas City, Oklahoma City, 
Phoenix, Dallas, Sacramento, Honolulu, 
Minneapolis, San Antonio, Little Rock, 
Chicago, Holland (Mich.) Columbus, 
(Ohio), Birmingham, Lexington 
and Lima. 

Consumer service activities were 
carried into some 30 bottler markets 
where group meetings were held for 
cooking demonstrations. Good results 
were achieved in vending with 
bottlers taking advantage of the 
company’s national vendor incentive 
program. The company expanded 
its fountain sales activity in the 
development of national accounts. 

One major change in 1971 was the 
introduction of a new Dr Pepper 
trademark. The new design came about 
as a result of some four years of 
research by Sandgren, Murtha, 

Lubliner Inc. of New York. New colors 
and new lettering give the Dr Pepper 
logo a complete new look with 
greater visability and dominance 
in the market place. 

Following the introduction of the new 
trademark came the redesign of 
Dr Pepper advertising and packaging. 
Illustrations in this report show some 
of the new sales tools and 
packaging. 

At mid-year the company introduced 
new Sugar Free Dr Pepper to replace 
Diet Dr Pepper. The new product, 
being completely free of sugar, enables 
us to serve the millions of weight 
conscious consumers and others 
who are unable to use sugar in any form. 
Consumer acceptance of the new 


product has been excellent, many 
claiming it to be the best diet soft drink on 
the market. 1971 sales of both Diet 
Dr Pepper and new Sugar Free Dr Pepper 
combined have surpassed the volume 
level of our previous Diet Dr Pepper 
sales at the time the cyclamate ban was 
imposed on dietary soft drinks in 1969. 
Packaging, as always, was 
important in our 1971 marketing. The 
company expanded its line to offer 
consumers Dr Pepper availability 
in a variety of some 26 containers 
including glass bottles, both returnable 
and one-ways, cans and fountain 
cups. A trend appears evident toward 
larger size units as much as 
32 and 48 ounces. 

Market research played an increasingly 
important role in our program 
and will be used extensively in 1972. 
Emphasis will be on knowing the facts 
about the marketing potential 
in each bottler area in order to provide 
valuable assistance in Dr Pepper’s 
sales development. Tailored cooperative 
programs have been particularly 
effective in the past and this procedure 
will continue. 


Ecology and pollution 

Throughout the year soft drink 
companies and their suppliers of glass 
and metal containers teamed up in 
industry-wide effort to help solve 
some of the pollution problems. 

Bottling companies in all sections of the 
country entered into collection and 
recycling programs aimed at 
reducing litter. Millions of one-way 
beverage containers were collected and 
turned in for recycling; educational 
and promotional programs were 
conducted in an effort to help 
solve the problems. 











One example of this effort was in Dallas 
where the Dr Pepper Bottling Co. 
launched a collection program in April. 
Six receiving stations were opened 
where beverage containers are being 
accepted and paid for at the rate of 10 
per pound for glass and V 20 per 
pound for metal containers. Aluminum cans 
are redeemed at 100 per pound. 

All containers are returned to 
manufacturers where they are recycled 
back into new materials. In the period 
from April through December 
10,405,742 containers were turned 
in at the six stations. 


Dr Pepper s 

beverage 

CONTAINER 
RECOVERY 
CENTER 




Dr Pepper recovery center 


National surveys indicate that beverage 
containers still represent only about 
4 per cent of total solid waste. Dr Pepper 
Company will sponsor Miss Teenage 
America, Colleen Fitzpatrick of 
Columbus, Ohio, as a spokesman among 
youth organizations in promoting 
anti-litter. 
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Special events 

Dr Pepper enjoys the distinction of 
being an exclusive soft drink participant 
in two spectacular annual events which 
receive national attention. 

One is the Annual Tournament of 
Roses Parade in Pasadena, California; 
the other is the Annual Cotton Bowl 
Parade in Dallas, Texas, both held on 
New Year’s Day and televised in full color 
on national networks. Dr Pepper float 
entries have won top awards in both 
events. On January 1, 1972 in Pasadena 
the Dr Pepper float titled “Parade 
of the Wooden Soldiers” won the 
Princess Award, the ninth award for 
Dr Pepper out of twelve entries. 

In the Cotton Bowl Parade the Dr Pepper 
float titled “Sound of Music” 
captured the Grand Prize which was the 
tenth win out of twelve entries. 

Another major event bringing national 
recognition to Dr Pepper is the 
Annual Miss Teenage America promotion 
culminating with the final pageant to 
select the winner which is televised 
nationally over CBS. This program has 
penetrating effects for Dr Pepper 
since it revolves around bottler 
promotional activity at the local level. 

The company sponsors personal 
appearances by Miss Teenage America 
throughout the year at many events. 

Reigning as Miss Teenage America 
in 1972 is Miss Colleen Fitzpatrick of 
Columbus, Ohio. Much of her activity 
during the year will be serving as youth 
ambassador for Dr Pepper, speaking to 
youth groups on the subject of ecology. 

Two others sponsored by Dr Pepper who 
have distinguished themselves in the 
world of sports are Lee Trevino, outstand¬ 
ing pro golfer, and Calvin Hill, talented 
player for the World Champion Dallas 
Cowboys professional football team. 



Joe K. Hughes, V.P. Marketing, congratulates 
Colleen Fitzpatrick, 1972 Miss Teenage America 


Trevino was named Male Athlete of 
the Year in 1971 by Associated Press 
sports writers and was recipient of 
the Hickok Belt Award as professional 
athlete of the year. He won six titles 
including three open championships and 
was the first American to win the British, 
U. S. and Canadian Open titles 
in the same year. His exploits last year, 
following an outstanding record in 
1970, make him one of the most 
popular athletes in America. 

Calvin Hill likewise has had a colorful 
background in his field and is 
ranked as an outstanding performer. 
During 1971 Hill spent considerable time 
working with ghetto youth in four 
metropolitan cities under sponsorship 
of Dr Pepper. His influence on young 
people has won the plaudits of many. 

Both Trevino and Hill have been effective 
as Dr Pepper spokesmen. 


















Tournament ot Roses Parade, Pasadena, California 



Cotton Bowl Parade, Dallas, Texas 


Increasing Dr Pepper potential 

With about 100 per cent of the U. S. 
under franchise, primary objective last 
year was to achieve complete 
Dr Pepper availability in all markets. 

A second major objective was to build 
vertical sales growth in all areas. 

Totally there were fourteen new markets 
opened during the year and twenty 
realignments in previously 
franchised areas. Nine bottling plants 
were consolidated further improving 
Dr Pepper’s marketing capabilities. 

At year’s end 512 franchise plants were 
handling Dr Pepper. About 90 per cent of 
our 1971 sales gains came from our 
older established markets. 

New plant construction was somewhat 
less than the previous year. 

In Blytheville, Ark., Chattanooga, Tenn., 
and Safford, Ariz., new plants were 
opened. In Dallas the Dr Pepper 
Bottling Co., expanded its facility with the 


construction of a new distribution 
center. In Birmingham, Ala., a large 
addition was made to that 
bottling operation. 

1972 will see a step-up in construction 
with new plants ready or nearing 
completion in Chico, Calif., Mankato, 
Minn., Eagle Lake, Texas., 


Campbellsville, Ky., and Saskatoon, 
Saskatchewan, Canada. 

Dr Pepper’s highest per capita market 
last year was Waco, Texas where the 
drink had its origin in 1885. Since today’s 
Wacoans are fourth generation, 
this is solid evidence of Dr Pepper’s 
continuing growth potential. 
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New bottling plant construction, Chattanooga, Tennessee 
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